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VABSTRACT
The objectives of this study were to examine: (1) whether Pine and Gilmore’s (1999) 
four experience realms (4Es) are affected by website features, (2) whether the 4Es affect 
consumer emotional components of pleasure and arousal, and (3) whether pleasure and 
arousal lead to enhanced website patronage intention. For the main experiment, two stimulus 
websites reflecting high experiential value and low experiential value were developed. Data 
were collected in a laboratory setting from 196 participants. An analysis of the causal model 
was conducted using the maximum-likelihood estimation procedure of Analysis of Moment 
Structures (AMOS) for hypotheses testing. The results of this study indicated that website 
features affected the 4Es and two of the 4Es (entertainment and esthetic experiences) affected 
pleasure and arousal, as well as consequent website patronage intention. Entertainment and 
esthetic experiences appeared to have a direct and mediating effect on website patronage 
intention. Based on these findings, practical and theoretical implications are offered.
CHAPTER 1: INTRODUCTION 
The significance of study
E-commerce sales continue to grow (U.S. Census Bureau, 2005a). E-commerce sales 
in 2005 totaled $86.3 billion and accounted for 2.3 percent of the total retail sales in the 
United States. Within e-commerce retail sales, apparel sales accounted for $6 billion (U.S. 
Census Bureau, 2005b). The growing importance of e-commerce and the maturation of 
Internet technology have led to a rapid development in a variety of product offerings, website 
designs, services, and information quality, which have increased the ease of use, usefulness, 
security, and playfulness of websites (Elliot & Speck, 2005; Liu & Arnett, 2000; Lohse, 
Bellman, & Johnson, 2000; Yang, Cai, Zhou, & Zhou, 2005). To enhance the shopping 
experience, differentiate between shopping sites, and further increase online sales, retailers 
continue to offer improved website features (Hess, 2005; Lohse et ah, 2000).
Research supports the influence of online shopping environment features on 
consumer experiences and their resulting effects on consumer attitude towards a product or 
store (Fiore & Jin, 2003; Fiore, Jin, & Kim, 2005a; Fiore, Kim, & Lee, 2005b; Klein, 1998; 
Liu & Amett, 2000). Offering visual images of apparel products on a website, such as 
alternative views, image enlargement, and views of products on models, is important because 
product presentation of websites facilitates positive consumer responses, due to resulting 
hedonic or experiential value (Fiore & Jin, 2003; Fiore et ah, 2005b). Park, Lennon, and 
Stoel (2005) found that product presentation affects consumer mood, perceived risk, and 
apparel purchase intention associated with online shopping. Furthermore, Fiore, Jin, and Kim 
(2005a) found that product presentation on an apparel website affected experiential value and
emotional pleasure and arousal, resulting in positive consumer responses towards the retail 
website.
Based on an array of economic and social data as well as business trends, Pine and 
Gilmore (1999) and Postrel (2003) agree that current consumers are concerned with engaging 
experiences rather than just buying goods and services. Pine and Gilmore (1999) 
conceptualized this new focus of consumer demand as the emerging “Experience Economy” 
(EE). This perspective views experiences as enhancing consumer value beyond that derived 
from goods and services. Pine and Gilmore (1999) proposed four experience realms of EE— 
entertainment, educational, escapist, and esthetic. Pine and Gilmore (1999) posited that a 
consumer environment should include all four realms (the 4Es) to fully engage the consumer.
In line with this proposed EE trend, there are studies that address the effects of online 
consumer experiences on consumer responses (e.g., Eiu & Amett, 2000; Mathwick, Malhotra, 
& Rigdon, 2001; Mousuwe, Dellaert, & Ruyter, 2004). However, these studies did not 
examine the relationships of all four realms of experience and consumer responses. Given the 
dearth of academic research regarding the influence of the 4Es on consumer responses 
towards online products and retailers, there is a clear need for further study. Therefore, the 
present study will explore: (1) whether the 4Es are affected by website features, (2) whether 
the 4Es affect consumer emotional components of pleasure and arousal, and (3) whether 
pleasure and arousal lead to enhanced website patronage intention. Hence, the present study 
will contribute to research on experiential aspects of consumer behavior during online 
shopping. To investigate the above relationships, the Stimulus-Organism-Response (SOR) 
framework (Mehrabian & Russell, 1974) will be adapted with Pine and Gilmore’s (1999) 4E 
concepts.
Objective of study
The overall objective of the present study is to understand the relationships between 
website design, the 4Es, consumer emotion, choice criteria, and resulting apparel website 
patronage intention. Specific objectives of the present study are to:
1. Develop a conceptual framework that incorporates consumer experiences, consumer 
emotion, website choice criteria, and website patronage intention, using product 
presentation (i.e., website design) as the exogenous variable.
2. Test hypothesized links between product presentation and the 4Es.
3. Test hypothesized links between the 4Es and consumer emotion.
4. Test hypothesized links between consumer emotion and website choice criteria.
5. Test hypothesized links between website choice criteria and website patronage 
intention.
6. Test hypothesized links between consumer emotion and website patronage intention 
(See Figure 1.1 for a conceptual framework capturing these tested relationships.)
Definitions of terms
Emotional pleasure: the degree of affective happiness and pleasantness (Mehrabian & 
Russell, 1974).
Emotional arousal: the degree of stimulation, excitement, and alertness (Mehrabian & 
Russell, 1974).
Experience realms (4Es): entertainment, educational, escapist, and esthetic realms proposed 
by Pine and Gilmore (1999). These sub-definitions are:
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Figure 1.1. A conceptual framework of relationships between product presentation features, consumer experiences, consumer 
emotion, and website patronage intention
Educational realm: rewarding experiences from consumers’ active 
participation, where their minds and/or bodies are actively engaged in 
enhancement of individual knowledge or skills.
Entertainment realm: rewarding experiences that occur when customers 
passively observe a performance or activity.
Escapist realm: rewarding experiences where customers actively shape the activity 
or performance that allows them to embark from everyday experience and feel as if 
they have voyaged to some specific place/time.
Esthetic realm: rewarding experiences that engage consumers in a passive 
manner, where they just enjoy “being” in an attractive environment.
Experiential valne: perceived benefit from the hedonic experiences derived from either 
usage or the anticipated interaction between a consumer and a product or a service (Holbrook, 
1986; Mathwick et ah, 2001).
Product presentation: the visual display of products online that provides sensory 
information and potential experiential value (Park et ah, 2005; “Rich applications,” 2006). 
Website patronage intention: overall measure capturing willingness to purchase from the 
website, willingness to recommend the website, and willingness to revisit the website.
CHAPTER 2: LITERATURE REVIEW
The following areas of literature were covered to identify the proposed hypotheses for 
the present study: (1) stimulus-organism-response framework, (2) experience economy, (3) 
product presentation, (4) emotional dimension, and (5) website patronage intention.
Stimulus-Organism-Response framework
The Stimulus-Organism-Response (S-O-R) framework, presented by Mehrabian and 
Russell (1974), has been widely adopted to explore the impact of store environment on 
consumer responses (e.g.. Baker et ah, 2002; Bitner, 1992; Donovan, Rossiter, Marcoolyn, & 
Nesdale, 1994). The S-O-R framework from environmental psychology was later used to 
investigate the online store atmosphere and its effect on consumer responses (Eroglu, 
Machleit, & Davis, 2001). In consumer behavior studies, the Stimulus (S) of the S-O-R 
framework is conceptualized as environmental cues that stimulate consumers’ affective and 
cognitive internal states and processes; the Organism (O) consists of affective and cognitive 
intermediary states and processes between the stimulus and final outcome or Response (R). R 
entails consumer approach-avoidance responses towards an environment (e.g., store, website), 
expressed by consumer behavior or an intention towards an environment (e.g., stay in the 
store or leave the store) (Eroglu et ah, 2001).
Baker et al. (2002) adapted the S-O-R framework, when proposing a comprehensive 
store choice framework, encompassing (1) three store environment cues (S): social, design, 
and ambient cues, (2) five store choice criteria (O): service quality, merchandise quality, 
price, time/effort cost, and psychic cost, and (3) store patronage intention as the final
outcome (R). Their research supported the influence of store environment cues on 
consumers’ store choice criteria, which, in turn, affected patronage intention.
Whereas many S-O-R-hased studies have examined the physical retail store, the 
framework has heen equally useful in the study of the influence of environmental cues on the 
online consumer (Mathwick et ah, 2001; Shih, 1998). In the present study, adapting S-O-R 
framework, various forms of product presentation represent environmental cues or S variable. 
The 4Es and consumer emotion reflect O variables that intervene between the S inputs and R 
outputs (i.e., website patronage intention). Thus, the present study includes a new set of O 
variables (see Figure 1.1) to understand the effect of the online retail environment. The next 
section reviews experience economy strategies.
Experience economy strategies
According to Pine and Gilmore (1999, 2000), offering goods and services is no longer 
enough to compete in today’s increasingly commoditized world; the company, as an 
“experience stager,” must reposition its store to stage experiences and to engage customers in 
a memorable way. Pine and Gilmore (1999) outlined four realms of experiences (4Es) to 
engage customers— entertainment, education, escapist, and esthetic experiences. Pine and 
Gilmore (1999) conceptualized the 4Es positioned within quadrants created by intersecting 
absorption—immersion and passive— active participation axes (see Figure 2.1). Absorption 
is “occupying a person’s attention by bringing the experiences in to the mind” and immersion 
is becoming physically or virtually a part of the experience-producing event/performance 
itself (Pine & Gilmore, 1999). Passive participation is “where customers do not directly
8affect or influence the performance” and active participation is “where customers personally 
affect the performance or event that yields the experience” (Pine & Gilmore, 1999, p. 30).
Entertainment and educational experiences involve absorption instead of immersion. 
Entertainment experiences are one of the most developed and familiar forms of experiences 
(Pine & Gilmore, 1999). These experiences occur where consumers passively “absorb” 
events through their senses, such as passively observing a performance or listening to a 
concert. With educational experiences, consumers absorb the events unfolding before them, 
but are engaged through active participation (Pine & Gilmore, 1999). To truly enhance 
knowledge or skills of consumers, educational events must actively engage their mind for 
knowledge development or their body for physical training. Escapist and esthetic experiences 
involve immersion rather than absorption. Escapist experiences place customers in the 
middle of the excitement, which requires that the individual becomes an actor or participant 
who affects the event in a real or virtual environment (i.e., theme parks, casinos, virtual
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Figure 2.1. The experience realms (4Es) (Pine & Gilmore, 1999)
reality games). Esthetic experiences engage consumers in a passive but immersive manner, 
thus leaving the environment essentially untouched (Pine & Gilmore, 1999). Consumers 
within entertainment experiences '''sense ”, within educational experiences ''''learn ”, within 
escapist experiences "do ”, and those within esthetic experiences just want to "be” in an 
attractive environment.
Experiential marketing and product presentation
Experiential marketing is an emerging strategy catering to consumers’ desires for 
engaging experiences (Bigham, 2005). Experiential value generated from experiential 
marketing involves perceived benefits from the hedonic experiences derived from either 
usage or the anticipated interaction between a consumer and a product or a service (Holbrook, 
1986; Mathwick et ah, 2001). Experiential value provides enjoyment and lifestyle-oriented 
product or brand information that helps consumers make purchase decisions (Bigham, 2005).
In line with this strategy, website design factors are a source of enjoyable, engaging 
online experiences for the consumers (Constantinides, 2004; Elliot & Fowell, 2000; Liu & 
Arnett, 2000). Website design factors, such as layout and product presentation format, are 
critical to website success (Liu & Amett, 2000). According to online apparel industry experts, 
product presentation, one of the website design factors, enhances consumer experiences 
when shopping on a website (“Rich applications,” 2006) and results in shoppers staying 
longer and spending more by piquing curiosity about products and by offering lifestyle- 
oriented product information (“Anthropologic,” 2005). Including images on a website is a 
way to implement experiential marketing strategies by providing rich experiences to 
consumers (Gilmore & Pine, 2002). Beyond the sensory pleasure that may come from
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product presentation, it may also offer lifestyle-oriented information through symbolic 
elements (e.g., background setting) and entertainment through interactive elements (e.g., 
creating own combinations of products) (Fiore et ah, 2005b; Park et ah, 2005; “Rich 
applications,” 2006).
Product presentation features on an apparel website include simple images and 
product information, image enlargement (i.e., zoom in and zoom out), additional views (i.e., 
front and back views) (Fiore & Jin, 2003; Park et ah, 2005), and views of apparel products on 
a model (“Anthropologie,” 2005). Image enlargement, such as produced by a zoom function, 
is a key factor in facilitating product purchase decision by offering more detailed information 
through a closer look at products (Miller, 2005). Additional views also offer effective ways to 
deliver sensory or aesthetic information to consumers, aiding their purchase decisions (Miller, 
2005). In addition, consumers consider the interplay of apparel products and the body when 
shopping on apparel websites (Levaux, 2001). Products featured on a body form, showing 
how they fit on an actual body, lets shoppers virtually “try on” clothing and helps shoppers 
fantasize about wearing the clothing (“Anthropologic,” 2005; Fiore & Ogle, 2000; Levaux, 
2001). Also, images of apparel products on a model’s body in an imagery-rich setting (i.e., a 
country or city scene) offer the consumer a lifestyle-oriented experience, more than images 
of goods alone, by letting the consumer imagine where the apparel products may be worn 
(“Anthropologie,” 2005).
Product presentation of apparel websites and the 4Es
Product presentation technology of websites began as simple product images showing 
the front view of the product and thumbnail images opening to enlarged images of the
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product. Product presentation technology now allows zooming in on images to reveal 
specific fine details and provides images of products on real or virtual body forms (Miller, 
2005). Zoom features enable consumers to view particular areas of the product image up 
close and “view on a model” features simulate viewing the appearance of product 
combinations on a body form. View on a model features frequently entail placing the model 
in apparel products and an elaborate setting where the products may be worn.
Research confirms the effect of product presentation of a catalogue on experiential 
value. Product presentation in an apparel catalogue helped consumers generate a mental 
scenario or fantasy, which involves the use of apparel products, resulting in pleasure (Fiore & 
Yu, 2001). Product presentation of an apparel website also offers experiential value, which is 
augmented by fantasy, feelings, and fun derived from a virtual product experience (Song, 
Fiore, & Park, 2006). Song et al. (2006) found that online product presentation features, 
including a simple “virtual model” features for apparel products, positively affected 
consumer fantasy, which led to shopping enjoyment.
Experiential value may differ with the type of product presentation, due to the level of 
information and sensory appeal to consumers. A low level of experiential value from product 
presentation may result from simple product images with basic product information. A high 
level of experiential value from product presentation may be derived from richer and more 
complex images such as zoomed images and products featured on a model situated in an 
elaborate setting. These images may result in a more vivid and enjoyable shopping 
experiences for consumers. The product presentation resulting in a high level of experiential 
value may provide a better sense of the products (Burke, 2005) by offering finer and more 
precise details of products and enhance enjoyable experiences due to fantasizing about
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wearing a product in a new setting and taking on a new identity (Babin, Darden, & Griffin, 
1994; Miller, 2005; Song et al., 2006). To better understand the effects of product 
presentation, the present study will examine the differences in consumer responses created by 
product presentation features noted as producing a low level of experiential value and a high 
level of experiential value.
The literature suggests that the type of product presentation positively influences 
consumer responses (Then & DeLong, 1999; Klein, 2003; Shih, 1998). Product presentation 
features on an apparel website enhanced consumer responses (i.e., attitude towards the online 
store, willingness to purchase from the online store, willingness to return to the online store, 
probability of spending more time than planned shopping on the site, and likelihood of 
patronizing the online retailer’s bricks and mortal store) (Fiore & Jin, 2003). For the present 
study, the effect of product presentation features will be compared. The low level of 
experiential value product presentation treatment will consist of product information and 
front views of products that can be enlarged (“Anthropologic,” 2005). The high level of 
experiential value product presentation will additionally include image enlargements with the 
zoom function as well as a view on a model feature, which offers lifestyle-oriented 
information (“Anthropologic,” 2005; “Rich applications,” 2006).
Product presentation may enhance escapist, esthetic and entertainment experiences, 
which generate pleasure and arousal (Li, Daugherty, & Biocca, 2001). Augmenting the level 
of visual information available during online shopping may enhance enjoyment and 
likelihood of viewing the product. Product presentations (e.g., view on a model) that help 
consumers envision a rich, mediated environment may foster escapist experience-related 
fantasies of wearing the products in the more elaborate setting (e.g., wearing sleepwear in a
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cozy home setting). The actual product presentation image and envisioned fantasies that 
include attractive environments may foster esthetic experiences. Research (Song et ah, 2006) 
revealed that when consumers hrowsed product presentation features shopping enjoyment 
increased, corresponding to entertainment experiences.
Product presentation also affects telepresence, where customers feel separated from 
the physical setting but situated in another setting. This corresponds to escapist experience 
(Fiore et ah, 2005a; Klein, 2003; Shih, 1998). According to Biocca (1997), telepresence is the 
sense of being in a computer-mediated environment rather than the physical environment, 
where the person is sitting in front of the computer. High experiential value product 
presentations may enable online consumers to feel they are actually shopping in the physical 
store, due to rich product and environmental cues as well as lifestyle-oriented product 
information (e.g., offering a sense of the fashionable and “want-to-he” lifestyle through the 
appearance of the model wearing the product and the neatly designed setting that fits with the 
apparel product) (Miller, 2005). Although low experiential value product presentations may 
provide a sense of telepresence, the more sensory information consumers receive, the more 
likely they are to experience telepresence.
Babin et al. (1994) suggested that consumers seek information for its own sake or for 
fun during shopping. A product presentation that offers a better sense of the sensory qualities 
of the product was shown to facilitate information seeking, corresponding to educational 
experiences (Li et ah, 2001).
Based on 4E concepts proposed by Pine and Gilmore’s (1999) and refined by Oh, 
Fiore, and Jeong (2003), entertainment experiences are defined as rewarding experiences that 
occur when customers passively observe a performance or activity; educational experiences
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as rewarding experiences from consumers’ active participation, where their minds and/or 
bodies are actively engaged in enhancement of individual knowledge or skills; escapist 
experiences are rewarding experiences where customers actively shape the activity or 
performance that allows them to embark from everyday experience and feel as if  they have 
voyaged to some specific place/time; esthetic experiences as rewarding experiences that 
engage consumers in a passive manner, where they just enjoy “being” in an attractive 
environment. Accordingly, the following hypotheses, related to experiential value, are 
presented:
HI a. Level of online product presentation will positively affect entertainment 
experiences.
H lh. Level of online product presentation will positively affect educational 
experiences.
H lc. Level of online product presentation will positively affect escapist experiences.
H id. Level of online product presentation will positively affect esthetic experiences.
Dimensions of emotion
Mehrabian and Russell’s (1974) Pleasure-Arousal-Dominance (PAD) paradigm of 
emotional experiences has been used to explain the effect of stimuli on consumer responses 
towards products and environments (Fiore et ah, 2005a; Halvlena & Holbrook, 1986; Mano 
& Oliver, 1993). They defined emotional pleasure as a degree of happiness and pleasantness, 
arousal as the degree of stimulation, excitement, and alertness, and dominance as the degree 
of control and influence. Mehrabian and Russell’s (1974) multi-item PAD Scale has been 
used to analyze and compare the role of emotion in consumption situations. However, only
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two dimensions of pleasure and arousal have been found to be significantly correlated to 
consumer responses in studies of physical and online retail environments (e.g., Eroglu, 
Machleit, & Davis, 2003; Fiore et ah, 2005a; Havlena & Holbrook, 1986). Emotional 
pleasure and arousal were mediating variables between store environment and consumer 
purchase behaviors (Mano & Oliver, 1993; Sherman, Matbur, & Smith, 1997; Wakefield & 
Baker, 1998), as well as online retail environments and consumer responses (Fiore et ah, 
2005a). Therefore, dimensions of emotional pleasure and arousal may mediate consumer 
experiences and website patronage intention. However, dominance will not he included as a 
mediating variable in the present study.
The 4Es and emotional dimensions
Entertainment experiences, which involve observation of performances, lead to 
positive consumer responses (Fiore & Ogle, 2000; Pine & Gilmore, 1999). Christmas 
shopping, for example, engages shoppers in passive participation through observation of 
others’ shopping activities, leading to increased arousal and a sense of pleasure (Fisher & 
Arnold, 1990). During online shopping, playfulness, conceptualized as potential 
entertainment, may lead to website success due to perceived pleasure (Eiu & Amett, 2000).
Educational experiences involve more active participation in seeking knowledge or 
enhanced skills (Pine & Gilmore, 1999). In an online setting, active search for information 
can produce an educational experience. Arnold and Reynolds (2003) defined idea shopping 
as shopping with the goal of keeping up with trends and new fashions, and seeing new 
products and innovations. Without buying anything, consumers reported that they felt 
aroused and enjoyment during idea shopping. According to Ryan and Deci (2000),
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educational experiences inherently result in a sense of pleasure, driven by consumers’ pursuit 
for novelty. Related to educational experiences, they found consumers enjoy browsing to 
obtain information about products, in general, without the goal of purchasing a specific 
product (Arnold & Reynolds, 2003).
Escapist aspects of shopping experiences have been reported (Babin et al., 1994; 
Mathwick et al., 2001). Fiore and Ogle (2000) suggested that through products and retail 
environments a consumer might take on an “alternative existence,” where consumers imagine 
a new identity and fantasize involvement in pleasant scenarios. This parallels the escapist 
experience, requiring immersion and active participation in the event (Pine & Gilmore, 1999). 
Shopping in a flea market or for a special occasion may lead to fantasies, which result in 
increased arousal and hedonic pleasure (Fisher & Arnold, 1990; Sherry, 1990). Babin et al. 
(1994) identified escapism experiences as shopping as fun rather than shopping as work. In 
their study, consumers felt heightened pleasure and arousal when imagining another 
environment (Babin et al., 1994). According to Shih (1998), telepresence, a feeling of being 
in another environment, involves fantasy, imagination, and suspension of disbelief, which 
result in positive affective feelings such as pleasure and arousal.
In esthetic experiences, consumers enjoy being passively immersed in an attractive 
physical or computer-mediated environment. Consumer experiences generated by physical 
environment and website design influence pleasure and arousal (Arnold & Reynolds, 2003; 
Babin & Darden, 1995; Baker et al., 2002; Holbrook & Hirschman, 1982). Aesthetic appeal 
from website design provides immediate pleasure to consumers, which facilitates browsing, 
searching, and purchasing (Mathwick et al., 2001; Miller, 2005). Therefore, in the present
17
study, all 4Es— entertainment, educational, escapist, and esthetic experiences— are expected 
to influence pleasure and arousal as presented in the following hypotheses.
H2a. Level of entertainment experiences will positively affect pleasure.
H2b. Level of educational experiences will positively affect pleasure.
H2c. Level of escapist experiences will positively affect pleasure.
H2d. Level of esthetic experiences will positively affect pleasure.
H3a. Level of entertainment experiences will positively affect arousal.
H3b. Level of educational experiences will positively affect arousal.
H3c. Level of escapist experiences will positively affect arousal.
H3d. Level of esthetic experiences will positively affect arousal.
Website patronage intention
Consumer patronage intention has been defined as the customer’s willingness to 
consider, recommend, or purchase from a retailer in the future (Baker et ah, 2002; Mathwick 
et ah, 2001). Researchers have used patronage intention to evaluate consumer responses 
toward a retailer during the consumption process (Baker et ah, 2002; Fiore et ah, 2005b).
Zeithmal, Berry, and Parasuraman (1996) proposed a comprehensive, multi­
dimensional framework for patronage intention to investigate the impact of service quality on 
customer responses. It was composed of word-of-mouth, price insensitivity, purchase 
intention, and complaint behavior toward a retailer. Based on previous work (Dodds, Monroe, 
& Grewal, 1991; Zeithaml et ah, 1996), Baker et al. (2002) developed the patronage intention 
construct, which included willingness to recommend, willingness to buy, and shopping 
likelihood. E-commerce firms also consider consumer purchase intention and loyalty factors.
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such as willingness to recommend and revisit, as important consumer responses (“How 
personalization,” 2005; Miller, 2005). Accordingly, in the present study, willingness to 
purchase, willingness to recommend, and willingness to revisit will be included in the 
measure of website patronage intention.
Emotional dimensions and website patronage intention
Emotional pleasure and arousal have predicted consumer satisfaction and approach 
behavior for online and brick and mortal store environments (i.e., desire to browse, spend 
more than anticipated, recommend the store, buy at the store, and enjoy the store) (Eroglu et 
ah, 2003; Menon & Kahn, 2002; Sweeney & Wyner, 2002). Fiore et al. (2005a) found that 
pleasure and arousal positively affected the willingness to purchase and the willingness to 
patronize an online store. In their study, the website Mix & Match product image feature was 
used as the stimulus to investigate the relationships between consumer emotion and purchase 
and patronage intentions. Mix & Match features allow consumers to combine apparel product 
images to their liking. Accordingly, emotional pleasure and arousal are expected to predict 
website patronage intentions (i.e., willingness to purchase from, willingness to recommend, 
and willingness to revisit the website).
H4a. Pleasure will positively affect website patronage intention.
H4b. Arousal will positively affect website patronage intention.
19
CHAPTER 3: METHODS
This chapter includes a description of the sample, experimental procedures, and 
stimuli development procedures. The development of questionnaire and data analysis method 
is also discussed.
Sample
The present study used a convenience sample of 196 female college students at a 
large Midwestern university in the United States. Subjects of this gender, age, and education 
are likely to be Internet shoppers (Lee & Johnson, 2002). Because the present study collected 
data from female students between the ages of 18 to 25 predominantly, the sample reflects 
only a segment of Internet shoppers. However, this was necessary because of the consumer 
segment-oriented nature of the stimulus website (Fiore et ah, 2005a). In line with Fiore et 
al.’s study, college-aged or younger consumers are expected to be responsive towards 
atmospherics that affect levels of pleasure and arousal (Raju, 1980; Steenkamp & 
Baumgartner, 1992). Thus, this sample was appropriate for the present research to examine 
experiential and emotional aspects of online shopping behaviors. Incentives for participation 
included extra credit in a course and candy bars.
Procedure
The present study employed a two treatment between-subject design to test the effects 
of product presentation on consumer patronage intention toward the website. Two stimulus 
websites with different levels of product presentation (low experiential and high experiential
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value) were developed as the experimental treatments from elements of an actual website. 
The appropriateness of the actual website for the sample and the preferred products within 
the website for use as stimuli were determined during a pretest with 16 subjects with similar 
characteristics to the above sample. Following approval (APPENDIX A) of the cover sheet 
(APPENDIX B) and instrument by the Institutional Review Board (IRB), the pretest began. 
Instrument included questionnaires for the first pretest (APPENDIX C), the second pretest 
(APPENDIX D), and main experiment (APPENDIX E). Pretest subjects browsed 
anthropologie.com to determine the appropriateness o f the site and its products for the 
college-aged consumer. During the second pretest, a new 18-student sample browsed the low 
and high experiential treatment websites developed from elements of the antropologie.com 
site. They checked the operation of the stimulus websites, helped determine the amount of 
time needed to thoroughly browse the website and complete the questionnaire, and checked 
clarity of wording of the scale items and instructions. As in the first pretest, the subjects 
submitted a signed IRB cover sheet and the completed questionnaire to the assistant.
For the main experiment, 230 new participants were randomly assigned to each of 
two website treatments available in a college laboratory setting to ensure consistency of 
connection speed and browser. An assistant ensured that subjects browsed the stimuli 
websites for no more than the allotted time o f five minutes. Subjects then submitted the 
signed cover sheet with matching identification numbers and the completed questionnaire to 
the assistant. The cover sheet contained names and course numbers needed to determine who 
should receive extra credit.
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Stimuli
For the present study, anthropologie.com, a website selling women’s clothing, 
accessories, and interior products was manipulated to create the stimuli. The target market of 
this retailer is women aged 30 to 45 (“Tapping,” 2003-04), which is older than the average 
age of the sample. However, the pretests revealed which products were likely to be worn by 
student-aged consumers. These products were selected for the stimulus websites. 
Additionally, there are no physical Anthropologic stores in the state, which helps limit 
familiarity with the products. Further, Internet professionals have noted that 
anthropologie.com includes highly experiential features to offer sensory and lifestyle- 
oriented information, such as image enlargement, additional views, and views on a model 
(“Anthropologic,” 2005).
For the development of the low experiential value stimulus site, product information, 
simple product images, and pop-up enlarged images were taken from the actual website. 
These features provided basic information about sensory aspects o f the product and provided 
little lifestyle-oriented information. For the development of the high experiential value 
stimulus site, the zoom feature and view on a model feature were added to the low 
experiential treatment. The view on a model feature allows the shopper to view the product 
on a posed model in a setting rich with lifestyle cues, such as a highly accessorized living 
room or café.
To give the look and feel of a professional website to the stimulus websites, layout, 
navigation, product information/copy, and product images of the anthropologie.com website 
were retained. The two stimulus sites contained the same number of products for each 
product category. However, brand name and logo, which directly revealed the identity of the
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retailer, and price were not included. A person experienced in creating professional websites 
created the two stimulus websites using Microsoft’s FrontPage program.
In the first pretest, the appropriateness of the website for college students, creativity 
of product presentation, the likelihood of college students wearing the products, and 
perceived attractiveness and fashionahility of the website were checked using 7-point Likert- 
type scale with anchors of “strongly disagree” as 1 and “strongly agree” as 7. Results showed 
that mean values for these items were all above 5, suggesting that the product presentation, 
products, and website design, were appropriate for the present study’s stimuli. Mean values 
for the following items were: the appropriateness of the website for college students (M = 
5.56), creativity of product presentation (M = 5.75), the likelihood of college students 
wearing the products (M = 5.38), the perceived attractiveness o f the websites (M = 5.63), and 
the perceived fashionahility of the websites (M = 6.00).
As part of the first pretest, a printed sheet was prepared containing various apparel 
product images offered on the website. This initial selection was limited to 20 product images 
that had the view on a model feature. The subjects rated how likely college students would 
wear the products. Twelve product images (four for sweaters category, four for pants category, 
and four for jackets and coats) out of 20 images with the highest average ratings were 
selected for the website stimuli.
After creating the stimulus websites, a second pretest was conducted, during which 
creativity of product presentation; likelihood of college-aged students wearing the products; 
and perceived ease of use, realism, attractiveness, and fashionahility of the stimulus websites 
were checked using seven-point Likert-type scales with anchors of “strongly disagree” as 1 
and “strongly agree” as 7. For the high experiential treatment, the mean values were:
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creativity of the product presentation (M = 5.56), the likelihood of college-aged students 
wearing the products (M = 5.67), perceived ease of use (M = 5.89), realism of the stimulus 
website (M = 4.78), attractiveness of the stimulus website (M = 6.33), and fashionahility of 
the stimulus website (M = 6.00). For the low experiential treatment, the mean values were: 
creativity of the product presentation (M = 5.56), the likelihood of college-aged students 
wearing the products (M = 5.44), perceived ease of use (M = 5.67), realism of the stimulus 
website (M = 4.56), attractiveness of the stimulus website (M = 6.22), and fashionahility of 
the stimulus website (M = 6.00).
Additionally, clarity of wording of the questionnaire was assessed using a seven-point 
Likert-type scale with anchors of “strongly disagree” as 1 and “strongly agree” as 7, as well 
as open-ended questions. The mean value for wording clarity was 6.44. Small wording 
problems identified through the open-ended questions were corrected. The results for the two 
stimulus websites were similar, supporting the appropriateness of the stimulus websites for 
the study.
Realism was the only item that produced means below five (M=4.78 for the high 
treatment website and M=4.56 for the low treatment website). Because the stimulus sites 
deliberately removed brand and price found in real sites, these scores were considered 
acceptable.
During the second pretest, pretest respondents found a hidden link to the 
anthropologie.com site. This link was removed for the main experiment. However, this may 
explain why, contrary to expectations, a significantly difference (F (l,1 6 ) = 1.53,^ = .23) for 
experiential level of the stimuli was not found in the second pretest. The hidden link allowed 
respondents to see the experiential elements of the actual website. I expected the perceived
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experiential levels of the two stimulus websites would be significantly different after 
removing the link for the main experiment.
Instrument 
Section 1 : The realms of experiences
The realms of experiences— entertainment, educational, escapist, and esthetic 
experiences—were measured by adapting a 4E scale developed by Oh et al. (2003). They 
found that each of the four scales had Cronbach’s alpha coefficients above .70; alpha=.95 for 
entertainment, alpha=.94 for educational, alpha=.%5 for escapist, and alpha=.ll for esthetics. 
The original scale’s 16 items were modified to reflect the impact o f product presentation on 
the realms of experience. To capture the various contributions of the websites to experience 
realms not part of the actual settings studied by Oh et al. (2003), nine new items were added 
to the questionnaire. In total, 25 items tapped the experience realms: five items for 
entertainment, eight items for educational, six items for escapist, and six items for esthetic 
realms. All items were rated on a seven-point Likert-type scale with anchors of “strongly 
disagree” as 1 and “strongly agree” as 7.
Section 2: Emotional dimensions
The emotional dimension scale consisted of 12 items. These items were composed of 
six items for pleasure and six items for arousal, which were drawn from an instrument 
developed by Mehrabian and Russell (1974). As stated earlier, the original scales contained a 
dominance scale, but it was not included in the present questionnaire because prior studies 
revealed it did not have a significant effect on consumer responses. Thus, only the pleasure
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and arousal items were included in the questionnaire. Reported reliability coefficients were 
over .70: Cronbach’s alpha= .97 for pleasure and .89 for arousal. The emotional dimension 
scale contained sets of bipolar adjectives with anchors of 1 and 7; unhappy -  happy, bored -  
relaxed, annoyed -  pleased, unsatisfied -  satisfied, despairing -  hopeful, and melancholic -  
contended for pleasure items; unaroused -  aroused, relaxed -  stimulated, dull -  jittery, sleepy 
-  wide awake, calm -  excited, and sluggish -  frenzied for arousal items.
Section 3: Website patronage intention
Website patronage intention, consisting of five items—two items asking willingness 
to purchase, two items asking willingness to recommend, and one item asking willingness to 
revisit the website items, was created by modifying store patronage intention items 
developed by Baker et al. (2002). Baker et al. reported a Cronbach’s alpha coefficient of .88 
for a composite measure of three items; willingness to purchase, willingness to recommend, 
and shopping likelihood. To these items, I added one item for willingness to purchase and 
one item for willingness to recommend. Further, I removed their shopping likelihood item 
and replaced it with a willingness to revisit item to better capture website patronage intention. 
All five items were rated on a seven-point Likert-type scale with anchors of “strongly 
disagree” as 1 and “strongly agree” as 7.
Section 4: Manipulation check
A manipulation check for the stimulus websites was done using two items tapping 
perceived enjoyable experiences from the product images and from the lifestyle oriented
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information on the websites. Seven-point Likert-type scale with anchors of “strongly 
disagree” as 1 and “strongly agree” as 7 were used again.
Section 5: Demographic information
For the last section, participants were asked to report their age and major using open- 
ended questions. Gender, ethnicity, Internet shopping frequency, and amount spent shopping 
online and spent overall for a year were tapped using interval scales.
Analysis
As reported above, mean scores above five were used in the pretests to confirm 
creativity of product presentation; likelihood of college-aged students wearing products; 
perceived ease of use, realism, attractiveness, and fashionahility of the developed (stimulus) 
websites; and wording clarity of the questionnaire. As a manipulation check, the probability 
level of .05 was used to determine statistically significant differences in the experiential 
nature of the two stimulus websites.
For the experimental test, factor analysis was run to determine factor items and 
reliabilities for each variable in the model. A Cronbach’s alpha coefficient above 0.70 was 
used as an acceptable level of internal consistency (Nunnally & Bernstein, 1994) for the 
multi-item variables. Also, items were retained in the factor if  they load above 0.50, hut less 
than .30 for the other factors (Arnold & Reynolds, 2003).
To examine the hypothesized relationships between consumer experiences, consumer 
emotion, and patronage intention toward the website using level of product presentation as
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the stimulus variable, the causal model was tested using the maximum-likelihood estimation 
procedure of Analysis of Moment Structures (AMOS) version 6.0.
28
CHAPTER 4: RESULTS
In this chapter, the sample description, factor analysis results, and reliabilities for the 
factors are presented. Also, the results of manipulation check and correlations between 
variables are reported. This chapter further discusses the results of hypothesis testing and 
decomposition of effects.
Description of sample
One hundred and ninety six usable responses from female students were retained 
from 230 questionnaires completed at a large Midwestern university in the United States. 
Questionnaires completed by male participants and incomplete questionnaires were removed 
for the purpose of the present study. To be fair to all students, males in class who wanted to 
participate for extra-credits were allowed to complete the study. Almost all (98 %) of the 196 
female respondents were between the ages of 18 to 25 (see Table 4.1). The largest percentage 
of participants was from the College of Human Sciences (89.8 %), followed by the College 
of Design (5.6 %) and others (3.1 %). The majority of the respondents were Caucasian 
Americans (83.2 %), followed by Asian Americans (6.6 %), Hispanic Americans (3.1 %), and 
African Americans (2.6 %). The mean score for “How many times per month do you 
purchase clothing, shoes, and accessories online for yourself’ was 1.73 with 1 as “none” and 
2 as “ 1 -  3 times per month”. The mean score for “How much do you estimate you spent on 
clothing, shoes, and accessories online for yourself over the past year” was 1.98 with 1 as 
“less than $100 or none” and 2 as “$100 -  299. ” The mean score for “How much do you
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Table 4.1. Sample characteristics
Variables Frequency (n = 103) Percent (%)
Gender
Male 0 0%
Female 196 100%
Age
20 and younger 115 58.7%
2 1 - 2 5 77 39.3%
2 6 - 3 0 3 1.5%
Major
Human Science 176 89.8%
Design 11 5.6%
Others 6 3.1 %
Ethnicity
Asian American 13 6.6%
African American 5 2.6%
Hispanic American 6 3.1 %
Native American 1 0.5%
Caucasian American 163 83.2%
Others 7 3.6%
How many times purchasing
clothing, shoes, and accessories
online per month
None 95 48.5%
1 - 3 76 38.8%
4 - 5 15 7.7%
More than 6 9 4.5%
How much spending on clothing,
shoes, and accessories online over
the past year
Less than $100 or none 95 48.5%
$ 1 0 0 -2 9 9 52 26.5%
$ 3 0 0 -4 9 9 24 12.2%
$500 -  799 13 6.6%
$800 -  999 5 2.6%
$ 1 0 0 0 - 1199 3 1.5%
More than $1200 3 1.5%
How much spending on clothing,
shoes, and accessories over the past
year
Less than $100 or none 5 2.6%
$ 1 0 0 -2 9 9 24 12.2%
$ 3 0 0 -4 9 9 34 17.3%
$ 5 0 0 -7 9 9 30 15.3%
$800 -  999 33 16.8%
$ 1 0 0 0 - 1199 26 13.3 %
More than $1200 43 21.9%
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estimate you spent on clothing, shoes, and accessories for yourself over the past year” was 
4.60 with 4 as "$500 -  799" and 5 as "$800 -  999".
Manipulation check
As expected, the experiential levels of two stimulus websites were significantly 
different (F  (1,194) = 60.304,/? = .000) after removing the hidden link for the main 
experiment. This confirms that the experiential nature of the treatment may be responsible for 
resulting differences in subsequent responses.
Factor analysis
Factor analysis, using a principal axis factoring method with varimax rotation, was 
performed to refine the measures for statistical analyses (see Table 4.2). An eigenvalue of 
1.00 or greater was used for determining the number of factors to be extracted. After 
identifying the factors, reliability o f the multi-item measures was checked to ensure that the 
measurement structures were suitable for hypothesis testing (see Table 4.2). Each measure 
had an acceptable level of reliability with a Cronbach’s alpha coefficient above .70, the 
recommended minimum standard proposed by Nunnally and Bernstein (1994).
Four factors were retained coinciding with the entertainment, educational, escapist, 
and esthetic factors found in Oh et al. (2003). Factor analysis supported the removal of one of 
the initial five entertainment realm items. The item “1 really enjoyed seeing how products 
were offered on the website” loaded on two factors; a factor loading of .42 for one factor and 
a factor loading of .50 for another factor. Since this item loaded on two factors, it was
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Table 4.2. Factor analysis results showing retained items for the proposed variables
Factor title and items Loadings
Entertainment
The way products were presented on the website was amusing to me. .70
The way products were presented on the website was very entertaining. .63
I really enjoyed looking at the new product presentations on the website. .54
The website’s product presentations were boring to me. .55
Number o f items = 4 
Variance explained = 9.45 %
Eigenvalue = 2.36 
Alpha = .84
Educational
The product presentations created a shopping experience that was educational to me. .58
Looking at the products presented on the website provided me a learning experience. .64
Browsing product presentations on the website stimulated my curiosity to learn new things about .61
fashion.
The product presentations on this website have made me more knowledgeable about fashion. .85
I learned about fashion while browsing the product presentations on the website. .86
The website’s product presentations enhanced my knowledge of fashion. .86
Browsing the product presentations made me more knowledgeable about fashion trends. .65
Number o f items = 7 
Variance explained = 19.79 %
Eigenvalue = 4.95 
Alpha = .93
Escapist
When looking at the product presentations on the website, I felt I was in a different world.
I felt like I was a different person while looking at the product presentations on the website. 
When looking at the product presentations on the website, it let me imagine being someone else. 
I felt I played a different person while looking at the product presentations on the website.
I totally forgot about my daily routine while looking at the product presentations on the website. 
While looking at the product presentations on the website, I completely escaped from reality. 
Number o f items = 6 
Variance explained = 17 71 %
Eigenvalue = 4.43 
Alpha = .91
Esthetic
The product presentations of the website provided pleasure to my senses.
I felt a real sense of harmony while viewing product presentations on the website.
The website’s product presentations were very attractive.
The website product presentations really showed attention to design detail.
Just looking at the product presentations on the website was very pleasant.
Just browsing the product presentations on the website provided me enjoyment.
Number o f items = 6 
Variance explained = 18.47 %
Eigenvalue = 4.62 
Alpha = .91
.65
.81
.78
.85
.75
.73
.63
.57
.74
.72
.85
.78
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Table 4.2. (continued)
Factor title and items Loadings
Pleasure
Unhappy -  Happy .67
Bored -  Relaxed .60
Annoyed -  Pleased .60
Unsatisfied -  Satisfied .62
Despairing -  Hopeful .62
Melancholic -  Contended .70
Number of items = 6 
Variance explained = 18.14 %
Eigenvalue = 2.18 
Alpha = .70
Arousal
Unaroused -  aroused .87
Relaxed -  Stimulated .85
Dull -  Jittery .50
Sleepy -  Wide awake .77
Calm -  Excited .54
Sluggish -  Frenzied .63
Number of items = 6 
Variance explained = 35.22 %
Eigenvalue = 4.23 
Alpha = .89
Website patronage intention
Assuming I was actually shopping for products, I would be willing to purchase products from the .87
website.
After seeing the website, I would likely buy products from the website. .93
I would recommend the website to someone who seeks my advice. .93
I would encourage friends and relatives to go to the website. .93
I would revisit the website to buy products. .93
Number of items = 5 
Variance explained = 86.34 %
Eigenvalue = 4.32 
Alpha = .96
removed from the scale and excluded from further analyses. The resulting entertainment 
factor with four items had an eigenvalue of 2.36, explained 9.45 % of the variance, and had a 
Cronbach’s alpha coefficient of .84.
Factor analysis also supported the removal of one of the eight educational realm items. 
The item “Browsing the product presentations on the website provided me an idea of how to
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match clothes” was removed because it had a factor loading of .49. The remaining seven 
items, constituting the educational factor, had an eigenvalue of 4.95, explained 19.79 % of 
the variance, and had a Cronbaeh’s alpha coefficient of .93.
The escapist factor retained all of 6 initial items with an eigenvalue of 4.43. This 
factor explained 17.71 % of the variance with a Cronhaeh’s alpha coefficient of .91. The 
esthetic factor consisted of all six initial items. This factor had an eigenvalue of 4.62, 
explained 18.47 % of the variance, and had a Cronbach’s alpha coefficient of .91. Therefore, 
all four of the experience realm factors were reliable for use in hypothesis testing in the 
present study. Means of summated multiple items were used as research variables for 
hypothesis testing.
For the emotional dimensions, the twelve items from Mehrabian and Russell’s scale 
(1974) tapped pleasure and arousal. The twelve items for pleasure and arousal loaded on two 
factors, but the resulting factor loadings for items for each factor were not consistent with the 
findings of Mehrabian and Russell. The factor loadings failed to discriminate between 
pleasure and arousal factors for some items. This might have been due to the small sample 
size of 196 respondents and characteristics of the sample for the present study (F. Lorenz, 
statistician, personal communication, March 6, 2007). However, Cronhach’s alpha 
coefficients for pleasure and arousal showed the variables were reliable for use in hypothesis 
testing; alpha = .70 for pleasure and alpha = .89 for arousal. Because Mehrabian and 
Russell’s (1974) pleasure and arousal factors have been widely used in consumer behavior 
study and both factors were deemed reliable due to their Cronhach’s alpha coefficients in the 
present study, 1 retained all of the initial items for pleasure and arousal. Means of summated 
multiple items were used as research variables for hypothesis testing.
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For website patronage intention, the five items that tapped willingness to purchase, to 
recommend, and to revisit loaded as one factor. This factor had an eigenvalue of 4.32, 
accounted for 86.34 % of the variance, and had a Cronbach’s alpha coefficient of .96. This 
supports that the consumer emotion and consumer response variables were also reliable for 
use in hypothesis testing. Means of summated multiple items were used as research variables 
for hypothesis testing.
Correlation matrix
The correlations among variables are presented in Table 4.3. The correlation matrix 
indicated that each of the endogenous variables in the proposed model was significantly 
correlated with all others (p < .01).
Table 4.3. Correlation matrix
Variables 1 2 3 4 5 6 7
1. Entertainment 1
2. Educational .53** 1
3. Escapist .27** .52** 1
4. Esthetic .62** .57** .48** 1
5.Pleasure .53** .47** .41** .58** 1
6. Arousal .54** .41** .28** .61** .71** 1
7. Website patronage 
intention .59** .41** .26** .61** .65** .69** 1
 ^p  < .05. ** p <  .01.
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Hypotheses testing
The conceptual model consisted of one exogenous variable (level of product 
presentation) and seven endogenous variables (entertainment, educational, escapist, esthetic, 
pleasure, arousal, and website patronage intention). To examine the hypothesized 
relationships between consumer experiences, consumer emotion, and website patronage 
intention toward the website using level of product presentation as the stimulus variable, the 
causal model was tested using the maximum-likelihood estimation procedure of Analysis of 
Moment Structures (AMOS) version 6.0. Model fit was assessed by a Chi^ statistic, 
goodness-of-fit index (GFl > .95), adjust goodness-of-fit index (AGFI > .90), comparative fit 
index (CFl > .90), and root mean square error of approximation (RMSEA < .08) (Kline, 
1998). Standardized path estimates (13), t-values, and multiple squared correlations (R^) were 
reported. The T-values indicated whether a path estimate was statistically significant at a 
certain significance level (p < .05). The strength of the hypothesized effects was indicated by 
standardized path estimates reported (13). The level of variance explained for the variables in 
the model was measured by R^.
To test the proposed hypotheses, three models were presented. First, the theoretical 
model with the hypothesized paths proposed in the literature review was examined in Table 
4.4. Second, the fully recursive model was examined (Table 4.4) and compared to the 
theoretical model to determine potentially important paths. Third, the empirical model that 
included two statistically significant paths not identified in the theoretical model was 
proposed and examined in Figure 4.1. For all three models, residuals between the four 
experience realms and between the emotional dimensions of pleasure and arousal were 
correlated. Since each of 4Es is based on the common concept of pleasurable, memorable
Table 4.4. Path estimates for the theoretical model and the fully recursive model
Predictor variables Entertainment Educational Escapist Esthetic Pleasure Arousal Website patronage intention
M l & M 2 M l & M 2 M l & M 2 M l & M 2 M l M2 M l M2 M l M2
Product
presentation
.33**
(4.91)
.28**
(4.08)
.26**
(3.68)
.30**
(4.43)
.01
(.18)
.05
(.80)
-.13*
(-2.56)
Entertainment .27**(3.63)
97 * *
(3.54) (3.32)
9 9 * *
(3.13)
9 1 **
(3.29)
Educational .09(1.15)
.09
(1.14)
.03
(.39)
.03
(.36)
0
(-.05)
Escapist .15*(2.28)
.15*
(2.25)
-.02
(-.29)
-.03
(-.38)
-.05
(-.86)
Esthetic
OQ**
(3.63)
.29**
(3.61)
.45**
(5.72)
d s * *
(5.69)
.21**
(2.90)
Pleasure .32** .23**(4.52) (3.29)
(6.58) (4.72)
.11 .08 .07 .09 .41 .41 .41 .42 .52 .60
Notes. Standardized path estimates are reported with t-values in parentheses. M l refers to the theoretical model; M2 refers to the fully recursive model 
*;?<.05. **;?<.01.
w
os
I nui (.'\|)friL-nco ri-iilms ( '(iiis iim cr cm olioii C'onsiiniL'i' response
R = . l l
1 g * *
(3.03)
Entertainment
.27**
(3.63) R =.41
(4.91)
.09
(1.15)R = .08
9 1 * *
(3.05)
.28**
(4.08)
.15*
(2.28
.29**
(3.63)
.26**
(3.68) .25**(3.32)
R = .07
R =.41
.03 X
/ 02^
(-.29)
.34**
(4.71)
.30**
(4.43)
.17*
(2.50)
.45**
(5.72)Esthetic
Notes'. Standardized path estimates are reported with t-values in parentheses. Residuals between the 4Es and 
between pleasure and arousal are correlated.
*;?< .05 . **;?< .01.
Escapist
Educational
Pleasure
Arousal
Product
presentation
features
Website
patronage
intention
Chi^ = 8.90; df=  5;/> = .11
GEI = .99
AGFI = .92
CFl = 1.00
RMSEA = .06
Figure 4.1. A final empirical model showing the effects of product presentation feature on endogenous variables
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experience and both pleasure and arousal have the common concept of emotional dimensions, 
the assumed correlations seemed to be reasonable for this hypothesis testing.
The theoretical model and the fully recursive model
For the theoretical model, the results revealed a Chi^ of 33.09 with 7 degree-of- 
freedom {p < .01). The GFI was .96; AGFI was .80; CFl was .96; and RMSEA was .14. The 
fit indices revealed that the theoretical model fit the data, but did not explain the data fully. 
Thus, the fully recursive model, which is an ideal model with a perfect model fit with the 
data, was further examined in the present study to better explore the hypothesized 
relationships. The results of the fully recursive model obtained a Chi^ of 0.00 with 0 degree- 
of-freedom (p < .01). The fully recursive model perfectly fit the data for the present study 
with GFl of 1.00 and CFl of 1.00.
In terms of a statistical significance level {p < .05), both of the theoretical model and 
the fully recursive model were not significantly different (see Table 4.4). However, from the 
fully recursive model, the level of product presentation, entertainment, and esthetic variables 
were found to have significant effects on website patronage intention (B = -.13, t = -2.56,p  
< .05; B = .21, t = 2.29,p  < .01; B = .21, t = 2.90, p  < .01, respectively). Thus, for the 
empirical model, two of the three statistically significant paths were added. The path from 
level of product presentation to website patronage intention, which was found to have a 
significant negative path (B = -.13, t = -2.56,p  < .05), was not included. The significant 
negative path between variables is suspected to be due to collinearity, which does not 
contribute to a model (F. Lorenz, statistician, personal communication, March 6, 2007). 
Further, based on the previous research looking at other forms of advanced product
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presentation (Fiore et al, 2005a; 2005b), it should not have a detrimental effect on patronage 
intention. Therefore, direct paths from the entertainment and esthetic variables to website 
patronage intention were added to the initially proposed theoretical model, creating the final 
empirical model. For the present study, the proposed relationships were tested against the 
empirical model.
The empirical model
For the empirical model, the results revealed a Chi^ of 8.90 with 5 degree-of-freedom 
(/? = .11). The GFl was .99; AGFI was .92; CFl was 1.00; and RMSEA was .06. The fit 
indices revealed that the empirical model fit the data very well after adding two significant 
paths from entertainment and esthetic variables to website patronage intention variable, 
which were not hypothesized in the theoretical model.
Results revealed that level of product presentation positively affected all four 
experience realms: entertainment experiences (B = .33, t = A .9 \,p  < .01), educational 
experiences (B = .28, t = 4.08,^ < .01), escapist experiences (B = .26, t = 3.6S,p < .01), and 
esthetic experiences (B = .30, t = 4.43,/? < .01). However, product presentation features were 
responsible for a small amount of variance for entertainment, educational, escapist, and 
esthetic experiences = .08, R^ = .07, R^ = .09, respectively).
Level of entertainment experiences significantly affected pleasure (B = .27, t = 3.63,/? 
< .01). Similarly, level of escapist and esthetic experiences significantly affected pleasure (B 
= .15, t = 2.28,/? < .05; B = .29, t = 3.63,/? < .01, respectively). However, the relationship 
between level of educational experiences and pleasure was not statistically significant (B 
= .09, t=  1.15,/? = .25). Therefore, the effect of experience realms on emotional pleasure
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received partial support overall. In addition, a fair amount of variance for emotional pleasure 
was explained by the experience realms {R^ =.41).
Level of entertainment and esthetic experiences significantly affected arousal (B = .25, 
t = 332, p  < .01; B = .45, t = 5.12, p  < .01, respectively). However, level of educational and 
escapist experiences did not significantly affect arousal (B = .03, t = .39, p  = .70; B = -.02, t = 
-.39, p  = .78, respectively). Therefore, the effect of experience realms on emotional pleasure 
received partial support overall. Similar to emotional pleasure, the experience realms 
explained a fair amount of variance for emotional arousal {R^ =.41).
According to results, both of pleasure and arousal significantly affected website 
patronage intention (B = .21, t = 3.05,;? < .01; B = .34, t = 4.71,;? < .01, respectively). 
Additionally, the consumer emotion paths explained a sizeable amount of variance {R^ =.58) 
for website patronage intention with the addition of direct paths from entertainment and 
esthetic experiences to patronage intentions.
Decomposition of effects
Decomposition of direct, indirect, and total effects of predictor variables on 
endogenous variables are found in Table 4.5. Direct effects reflect the path arrows in Figure 
4.1. An indirect effect is the effect of a predictor variable on an endogenous variable 
mediated via another variable. The total effect is the sum of the direct and indirect effects of 
predictor variables on an endogenous variable. The probability level of .05 was used to 
determine statistically significant effects.
Table 4.5. Examining indirect, direct, and total effects of predictor variables on consumer experiences, emotion, and website 
patronage intention
Entertainment Educational Escaoist Esthetic
Predictor variables Indirecteffect
Direct
effect
Total
effect
Indirect
effect
Direct
effect
Total
effect
Indirect
effect
Direct
effect
Total
effect
Indirect Direct 
effect effect
Total
effect
Product presentation - .33** ..33** - .28** .28** - .26** .26** .30** .30**
Entertainment
Educational
Escapist
Esthetic
Pleasure
Arousal
.11 .08 .07 .09
Pleasure Arousal Website natronase intention
Predictor variables Indirecteffect
Direct
effect
Total
effect
Indirect
effect
Direct
effect
Total
effect
Indirect
effect
Direct
effect
Total
effect
Product presentation .24** - .24** .22** - .22** 24** - .24**
Entertainment - .27** 27** - .25** .25** .14** .19* .33**
Educational - .09 .09 - .03 .03 .03 - .03
Escapist - .15* .15* - -.02 -.02 .03 - .03
Esthetic - .29** 29** - .45** .45** 21** .17* .38**
Pleasure - .21* .21*
Arousal - .34** .34**
.41 .41 .58
Notes'. Standardized path estimates are reported. 
*p < .05. **p < .01.
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Level of product presentation had a significant direct effect on the four experience 
realms— entertainment, educational, escapist, and esthetic experiences (B = .33,/) < .01; B 
= .28,/) < .01; B = .26,/) < .01; B = .30,/) < .01, respectively). Since there were no indirect 
effects o f level of product presentation on four experience realms, the total effects were the 
same as the direct effects.
Level of product presentation had a significant indirect effect on pleasure (B = .24,/)
< .01), suggesting that it is not the level of product presentation itself that creates the pleasure, 
but rather pleasure is mediated by other variables associated with level of product 
presentation. Entertainment, escapist, and esthetic experiences had significant direct effects 
on pleasure (B = .21,p  < .01; B = .15,/) < .05; B = .29,p  < .01, respectively). However, 
educational experience did not have a significant direct effect on pleasure (B = .09, p  = .24). 
Thus, the effect of product presentation level on pleasure appears to be mediated by 
entertainment, escapist, and esthetic experiences.
For arousal, level of product presentation had a significant indirect effect (B = .22, p
< .01), suggesting that mediating variables explain the effect of level of product presentation 
on arousal. Entertainment and esthetic experiences had significant direct effects on arousal (B 
= .25, p  < .01; B = .45,/) < .01, respectively). However, educational and escapist experiences 
did not have a significant direct effect on arousal (B = .03,/) = .69; B = -.02,p  = .82, 
respectively). Thus, entertainment and esthetic experiences appear to mediate the effect of 
product presentation level on arousal.
For website patronage intention, the level of product presentation had a significant 
indirect effect (B = .24,/) < .01); pleasure and arousal appear to be two mediating variables 
between level of product presentation and website patronage intention. Entertainment and
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esthetic experiences had significant indirect effects (B = .14,/) < .01; B = .21,/) < .01, 
respectively) and significant direct effects (B = .19,/) < .05; B = .17,/) < .05, respectively) on 
website patronage intention. Therefore, it appears that the indirect effects of entertainment 
and esthetic experiences on website patronage intention are mediated by pleasure and arousal, 
but there are contributing (direct) effects of entertainment and esthetic experience not 
explained by pleasure or arousal. Educational and escapist experiences did not have 
significant indirect effects on website patronage intention (B = .03,/) = .40; B = .19,/) = .49). 
Whereas, pleasure and arousal had significant direct effects on website patronage intention, 
arousal (B = .34,/) < .01) had a stronger direct effect than pleasure (B = .21,/) < .05) on 
website patronage intention.
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CHAPTER 5: DISCUSSION AND IMPLICATIONS
The purpose of this study was to examine: (1) whether the 4Es are affected by website 
features, (2) whether the 4Es affect consumer emotional components of pleasure and arousal, 
and (3) whether pleasure and arousal lead to enhanced website patronage intention. The 
results of this study indicated that website features affected the 4Es and some of the 4Es 
(entertainment and esthetic experiences) affected pleasure and arousal, and consequent 
website patronage intention. Entertainment and esthetic experiences appeared to have a direct 
and mediating effect on website patronage intention. In this chapter, an interpretation of the 
findings is provided. Limitations of the present study, implications, and future research are 
suggested.
Discussion
Literature supports that new website features offering enhanced visual images (e.g., 
image interactive features which allow consumers to mix and match apparel product images) 
and experiential elements may positively affect consumers’ emotional experiences and 
consequent website patronage intention (Fiore & Jin, 2003; Fiore et ah, 2005b). The present 
study provided new insight into the factors affecting pleasure and arousal. Specifically, the 
present study revealed that participants exposed to product presentation features offering rich 
sensory information and lifestyle-oriented information (e.g., the zoom feature and view on a 
model feature) were more likely than participants exposed to simpler product presentation 
features to have entertaining, escapist and esthetic experiences, which in turn affected 
pleasure and/or arousal. Entertainment and esthetics experiences directly influenced pleasure
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and arousal. These two emotional dimensions directly affected patronage intention towards 
the wehsite. Moreover, entertaining and esthetic experiences had a direct effect on patronage 
intention, which could not be explained merely by the emotional element of the experience. 
Instead, these two experiences may affect utilitarian aspects of consumer experience; these 
experiences may provide additional information to assist consumers engaged in informational 
processes and conscious pursuit of an intended consequence (Bahin et al., 1994). The 
utilitarian aspects have traditionally been found to enhance consumer behavior towards 
products or retail environments (Holbrook & Hirschman, 1982; Sherry, 1990).
Past research has not looked at the effect of wehsite features on the 4Es. The present 
study found that level of product presentation features had a direct effect on all of the 4Es. 
That is, exposure to the high level of experiential product presentation enhanced 
entertainment, educational, escapist, and esthetic experiences. Whereas the level of pictorial 
product presentation positively affected each of the 4Es, the amount of variance explained 
was modest {R^ < • 12), which suggests that there are other elements of the website or its use 
that affect the 4Es as well. Perhaps textual elements of the site and its navigation affect the 
4Es.
The results showed that entertainment, escapist, and esthetic experiences had strong 
direct effects on pleasure, hut educational experience did not. To increase pleasure, an 
important contributor to approach responses towards products and retail settings (Eroglu et 
al., 2003; Menon & Kahn, 2002; Sweeney & Wyner, 2002), entertainment, escapist, and 
esthetic experiences created by the apparel website seem to he influential. Moreover, among 
the experience realms, esthetic experience had the strongest influence on pleasure. However, 
only entertainment and esthetic experiences had direct effects on arousal. Participants, who
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have entertaining and esthetic experiences, may he more aroused during online shopping, but 
educational and escapist experiences may not contribute to increased arousal of consumers. 
Esthetic experience was again the experience realm that had the strongest direct effect, this 
time, on arousal. These results confirm literature that consumer experiences generated by 
physical as well as online store design features influence pleasure and arousal (Arnold & 
Reynolds, 2003; Bahin & Darden, 1995; Baker et al., 2002; Holbrook & Hirschman, 1982). 
However, the results failed to support the proposition of Pine and Gilmore (1999) that all of 
the 4Es should be offered to create a “sweet spot” leading to the most positive consumer 
experiences. This is consistent with Oh et al. (2003)’s finding that all of the 4Es did not affect 
consumer behavior towards the bed and breakfast (B&B) in a tourism context. They revealed 
that esthetic experience was the dominant experience realm influencing behaviors towards a 
B&B. Thus, the sweet spot does not appear to be applicable to all product and service 
offerings.
Consistent with previous research (Fiore et al., 2005a), pleasure and arousal 
positively influenced website patronage intention (i.e., willingness to purchase from, 
willingness to recommend, and willingness to revisit the website). Present findings revealed 
that arousal was more influential than pleasure in enhancing wehsite patronage intention of 
consumers. This is inconsistent with previous research that found pleasure to have a stronger 
effect than arousal on consumer satisfaction and approach behaviors towards an online store 
(Eroglu et al., 2003). Moreover, from the empirical model of the present study, entertainment 
and esthetic experiences were found to have strong direct effects on website patronage 
intention without mediating effects of emotion. Research (Mathwick et al., 2001) indicated 
that consumer return on investment measured by efficiency and economic value was
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positively related to aesthetics of visual appeal, entertainment, playfulness of escapism, and 
enjoyment. Perhaps these utilitarian concerns explain the direct effects of entertainment and 
esthetic experiences.
Limitations of the study
There were several limitations to the present study. First, only college-aged female 
students in their early twenties were used as a sample for the present study. This limits 
generalization to the general population of Internet shoppers. However, the sample was 
appropriate for the purpose of the present study because college-aged or younger consumers 
were expected to be more responsive towards atmospherics of the stimulus website and were 
likely to wear the products on the site. Second, the scale used in this study was adapted from 
a 4E scale (Oh et al., 2003) used to measure responses to a physical environment. Whereas 1 
added items to the scale to tap aspects of an online environment, others may be needed to 
fully capture experiential aspects offered by websites.
Third, the higher level of product presentation in the present study consisted of a 
zoom feature and a view on a model feature. Various other product presentation features 
available on product websites may provide different levels o f experiential value to Internet 
consumers. Fourth, the product category (women’s casual apparel) may affect results as well. 
For instance, perhaps educational experiences are more important than esthetic experiences 
to patronage intention for electronics or exercise equipment.
Fifth, because the experiment was conducted in a computer lab under a time limit, 
participants might not have felt they were involved in the actual Internet shopping activity, 
which may have limited experiential and emotional responses. Lastly, I retained all of the
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initial items for pleasure and arousal (Mehrabian & Russell, 1974), even though the factor 
loadings did not clearly discriminate some of the items between these two factors. Because 
Mehrabian and Russell’s pleasure and arousal factors have been widely used in consumer 
behavior study and both factors were deemed reliable due to their Cronbach’s alpha 
coefficients in the present study, I used the original items. Thus, there might be a possibility 
of distortion to the results of this study.
Implications and future research
E-commerce is a rapidly growing distribution channel for apparel businesses. With 
this growing importance of e-commerce and the maturation of Internet technology, retailers 
continue to offer a variety of website features to differentiate their websites from other sites 
and further increase online sales. As shown in the present study, more advanced product 
presentation features may be an effective way to offer experiential value, which enhances 
website patronage intention. Thus, retailers should consider investing in more advanced 
website features with an eye on resulting experiential values for consumers to help ensure the 
addition of these features will translate into patronage behavior, including purchasing from 
the site. The present study only explored a zoom feature and a view on a model feature.
Other advanced product presentation technology (e.g., mix and match or virtual model 
features that allow consumers to manipulate product images) should be examined for their 
relative contribution to experiences, emotional responses, and consequent patronage intention.
Findings of this study suggest that entertainment and esthetic experiences were the 
most influential among the 4Es for (a) an online distribution channel, (b) the product 
category of women’s casual apparel, and (c) female consumers between the ages of 18 to 25.
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This may provide specific information to online retailers selling this product category and 
targeting this age group. Further studies may explore the moderating effects of differences in 
distribution channels, product categories, and target markets on the 4Es, emotional response, 
and patronage intention. Other outcome variables, such as consumer loyalty may be included 
in future studies.
Also, the present study shows that experiential factors and emotional factors were 
important to website patronage intention. Thus, this study focused on the effect of hedonic 
factors created by website features; future studies may include a combination of hedonic and 
utilitarian measures to test their relative effect, produced by website features, on the 4Es and 
consequent consumer responses. Past research illustrates that hedonic and utilitarian factors 
may influence consumers’ patronage intention (Babin et al., 1994; Childers, Carr, Peck, & 
Carson, 2001). Mediating variables, such as product quality perception or perceived risk, 
could be added to the model to investigate the effect of product presentation features on 
utilitarian aspects of consumption experience and resulting website patronage intention.
The present study offers theoretical implications. This study shows that Pine and 
Gilmore’s (1999) 4Es expand beyond physical environments to virtual (online) environments 
and the “sweet spot” (i.e., including all 4Es) may not be necessary in all consumer offerings, 
as concluded by Oh et al. (2003). Whereas the experience realms hold promise for explaining 
consumption experience, further study is needed to understand their role and impact in 
various consumer venues.
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APPENDIX B: COVER SHEET
IOWA STATE UNIVERSITY
OF SCIENCE AND TECHNOLOGY 
March 20, 2006 
Dear Participant:
Online retailers are increasingly faced with new sources of competition in today’s market. To 
enhance what customers think about their websites, online retailers are looking closely at 
website design. As a participant in this study, you will provide information to help online 
retailers better understand your responses toward website design.
Your individual responses will be kept in strict confidence and will be protected by a file 
password. Results will be published in summary form only. There are no foreseeable risks 
from participating in this study. You will be compensated for participating in this study by 
getting extra credit in the course and/or entered into a $ 5 drawing.
Your participation in this study is completely voluntary. By participating, you give the 
researchers your consent. The questionnaire will take no more than 20-25 minutes of your 
time. We greatly appreciate your participation.
You are encouraged to ask questions at any time during this study. For further information 
about the study contact So Won Jeong, e-mail address: swieong@iastate.edu. If you have any 
questions about the rights of research subjects or research-related injury, please contact 
Ginny Austin Eason, IRB Administrator, (515) 294-4566, austingr@iastate.edu, or Diane 
Ament, Research Compliance Officer (515) 294-3115, dament@iastate.edu.
Sincerely,
So Won Jeong 
Master Student
Department of Apparel, Educational 
Studies,
& Hospitality Management 
Iowa State University 
Ames, lA 50011-1102 
E-mail: swieons@iastate.edu 
Ann Marie Fiore, PhD
Associate Professor
Department of Apparel, Educational
Studies, & Hospitality Management
Iowa State University
Ames, lA 50011-1102
1062 EeBaron
(515) 294-9303
E-mail: amfiore@iastate.edu
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SUBJECT SIGNATURE
Your signature indicates that you voluntarily agree to participate in this study, that the study 
has heen explained to you, that you have been given the time to read the document, and that 
your questions have heen satisfactorily answered. You will receive a copy of the signed and 
dated written informed consent information prior to your participation in the study.
Subject’s Name (printed)
(Subject’s Signature) (Date)
* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *  
INVESTIGATOR STATEMENT
I certify that the participant has heen given adequate time to read and learn about the study 
and all of their questions have heen answered. It is my opinion that the participant 
understands the purpose, risks, benefits and the procedures that will be followed in this study 
and has voluntarily agreed to participate.
(Signature of Person Obtaining (Date)
Informed Consent)
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APPENDIX C: THE FIRST PRETEST QUESTIONNAIRE
Please try the features that allow you to view product images of this website for 5 minutes. 
Particularly, please look at apparel products allowing zoom in/out and view on a model 
features. Then circle the number that best represents how you feel about the website features.
1. This website has more ways for viewing the product images than many other apparel 
websites.
Strongly Strongly
Disagree disagree
1 2 3 4 5 6 7
2. This website has a more creative form of product presentation than many other 
apparel websites.
Strongly Strongly
Disagree disagree
1 2 3 4 5 6 7
Look at the products presented on the printed pages provided by the assistant. Evaluate the 
products according to the following questions.
3. College age females will think these products are attractive.
Strongly Strongly
Disagree disagree
1 2 3 4 5 6 7
4. College age females will think these products are fashionable.
Strongly Strongly
Disagree disagree
1 2 3 4 5 6 7
5. College age females will likely wear these products.
Strongly Strongly
Disagree disagree
1 2 3 4 5 6 7
Circle the top 7 products s on the printed pages that you think would be likely worn by 
college age females.
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APPENDIX D: THE SECOND PRETEST QUESTIONNAIRE
The website address is httpV/swieone.Dublic.iastate.edu/. This website is constructed for the
study containing only some of the products offered by the retailer. Thus, it may not have the 
price, cart, and other information like a real website.
Please try the features that allow you to view product images of this website for 5 minutes. 
Then circle the number that best represents how you feel about the website features.
1. I did not have any difficulty searching the products on this website.
Strongly Strongly
Disagree Agree
1 2 3 4 5 6 7
If you did have difficulty in searching this website, please provide your opinion on what 
should be improved.
2. This website has more ways to view the product images than the typical apparel 
website.
Strongly Strongly
Disagree Agree
1 2 3 4 5 6 7
3. This website has a creative form of product presentation.
Strongly Strongly
Disagree Agree
1 2 3 4 5 6 7
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4. The product images on this website provide me enjoyable experiences from
information related to the context of using the product (for example what kind of
person, where and how it can be worn).
Strongly Strongly
Disagree Agree
1 2 3 4 5 6 7
5. Product images on this website help me to imagine wearing the products in a specific
place or setting.
Strongly Strongly
Disagree Agree
1 2 3 4 5 6 7
6. College age females will think these products are attractive.
Strongly Strongly
Disagree Agree
1 2 3 4 5 6 7
7. College age females will think these products are fashionable.
Strongly Strongly
Disagree Agree
1 2 3 4 5 6 7
8. College age females will likely wear these products.
Strongly Strongly
Disagree Agree
1 2 3 4 5 6 7
Look at the printed questionnaire and then circle the number that best represents how you 
feel about this questionnaire. If you have any difficulty in following this questionnaire, please 
mark the part and write down your opinion in that part.
9. The words in this questionnaire are understandable.
Strongly Strongly
Disagree Agree
1 2 3 4 5 6 7
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APPENDIX E: THE MAIN EXPERIMENT QUESTIONNAIRE
Online Shopping Experience Survey
This survey focuses on your shopping experiences as a consumer with the apparel website you just visited. The 
questionnaire takes about 20 minutes to complete. Your responses will be anonymous and used ONLY for this 
research project.
Please type the website address httD://swieona.Dublic.iastate.edu/ for answering this questionnaire.
If you have any questions about this study, please contact So Won Jeong: swjeong@iastate.edu or Dr. Ann
Marie Fiore at (515)294-9303: amfiore@iastate.edu.___________________________________________________________
Part I. For the following statements, please consider your experiences with the apparel website you just visited and 
circle the number in the scale provided that best indicates your opinion. Product presentation refers to the product and 
the way in which it is presented on the website.
Strongly
Disagree
Strongly
Agree
The way products w ere presented  on the website w as amusing to me.
2. The way products were presented  on the website w as very entertaining.
I really enjoyed looking at the new product presentations on the website.
4. The w ebsite's product presentations were boring to me.
I really enjoyed seeing how products were offered on the website.
6. The product presentations created a shopping experience that w as educational 
to me.
Looking at the products presented  on the website provided me a learning 
experience.
8. Browsing product presentations on the website stimulated my curiosity to learn 
new things about fashion.
The product presentations on this website have m ade me more knowledgeable 
about fashion.
10. I learned about fashion while browsing the product presentations on the 
website.
The w ebsite's product presentations enhanced  my knowledge of fashion.
12. Browsing the product presentations m ade me more knowledgeable about 
fashion trends.
Browsing the product presentations on the website provided me an Idea of how 
to match clothes.
1 2 3 4 5 6
1 2 3 4 5 6 7
1 2 3 4 5 6
1 2 3 4 5 6 7
1 2 3 4 5 6
1 2 3 4 5 6 7
1 2 3 4 5 6
1 2 3 4 5 6 7
1 2 3 4 5 6
1 2 3 4 5 6 7
1 2 3 4 5 6
1 2 3 4 5 6 7
1 2 3 4 5 6
57
strongly Strongly
Disagree Agree
14. W hen looking at the product presentations on the website, I felt I w as in a 
different world.
I felt like I w as a different person while looking at the product presentations on 
the website.
16. W hen looking at the product presentations on the website, it let me imagine 
being som eone else.
I felt I played a  different person while looking at the product presentations on 
the website.
18. I totally forgot about my daily routine while looking at the product presentations 
on the website.
: While looking at the product presentations on the website, I completely escaped
from reality.
20. The product presentations of the website provided p leasure to my sen ses.
I felt a real sen se  of harmony while viewing product presentations on the 
website.
22. The w ebsite’s product presentations were very attractive.
The website product presentations really show ed attention to design detail.
24. Ju s t looking at the product presentations on the website w as very pleasant.
Ju s t browsing the product presentations on the website provided me 
enjoyment.
1 2 3 4 5 6 7
1 2 3 4 5 6
1 2 3 4 5 6 7
1 2 3 4 5 6
1 2 3 4 5 6 7
1 2 3 4 5 6
1 2 3 4 5 6 7
1 2 3 4 5 6
1 2 3 4 5 6 7
1 2 3 4 5 6
1 2 3 4 5 6 7
1 2 3 4 5 6
Part II. For the following statem ents, p lease recall your shopping experience on the website you just visited and circle the num ber in 
the sca le  provided that best indicates the feelings you had.
Unhappy 1 2 3 4 5 6 7 Happy
Calm 1 2 3 4 5 6 7 Excited
4.
Sluggish 1 2 3 4 5 6 7 Frenzied 
Melancholy 1 2 3 4 5 6 7 Contented
Despairing 1 2 3 4 5 6 7 Hopeful 
Relaxed 1 2 3 4 5 6 7 Stimulated
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Annoyed 1 2 3 4 5 6 7 Pleased
Unsatisfied 1 2 3 4 5 6 7 Satisfied
Duii 1 2 3 4 5 6 7 Jittery
10 . Bored 1 2 3 4 5 6 7 Relaxed
11 .
12 .
Sleepy 1 2 3 4 5 6 7 Wide awake
Unaroused 1 2 3 4 5 6 7 Aroused
Part III. For thie following statem ents, p lease circle thie num ber in the scale  provided that best indicates your response.
Strongly
Disagree
Strongly
Agree
1. Assuming I w as actually shopping for products, I would be willing to 
purchase products from the website.
2. After seeing the website, I would likely buy products from the website.
3. I would recom mend the website to som eone who seek s  my advice.
4. I would encourage friends and relatives to go to the website.
5. I would revisit the website to buy products.
1 2 3 4 5 6 7
1 2 
1 2 
1 2 
1 2
6 7
6 7
6 7
6 7
Part IV. For the following statem ents, p lease  recall the shopping experience on the website you just visited and circle the num ber in 
the sca le  provided that best indicates your opinion.
1. The product im ages on this website provide me enjoyable experiences from information related to the context of using the product 
(for exam ple what kind of person, where and how it can be worn.
Strongly D isagree Strongly Agree
2. Product im ages on this website help me to imagine wearing the products in a  specific place or setting.
Strongly Disagree Strongly Agree
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Part V. General Background Information. P lease  check or fill in the appropriate information.
1. W hat is your ag e?  __________Years
2. W hat is your gender? Male  Female
3. W hat is your academ ic major? __________
4. W hat is your ethnicity? Check one.
_________  Asian American ____  African American   Hispanic or Latino
_________  Native American ______________ Native Hawaiian or Pacific Islander
_________________ Caucasian
__________________  Other (Specify if other)
5. How many tim es per month do you purchase clothing, shoes, and accesso ries online for yourself ? 
_Less than 1 (or None) ______________ 1-3 _________4-5
 6-8  9-10  More than 10
6. How much do you estim ate you spen t on clothing, shoes, and accesso ries online for yourself over the past year? Check one. 
_Less than $100 (or None) ________________ $100-299  $300-499
_______ $500-799_______ $ 8 0 0-999 _$1000-1199  Over $1200
7. How much do you estim ate you spen t on clothing, shoes, and accesso ries for yourself over the past year? Check one. 
_Less than $100 (or None) ________________ $100-299  $300-499
_______ $500-799_______ $ 8 00-999 _$1000-1199  Over $1200
Thank you very much for your time. P lease  turn in this survey to the assistant.
If you would like a copy of results form this study, p lease contact So Won Jeong  via e-mail.
So Won Jeong
G raduate Student
Textiles and Clothing Program
Iowa S tate University
Ames, lA 50011-1120
Email: sw jeong@ iastate.edu___________________________________________________________
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